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Effort of business to protect the environment need support from the consumers to make it 
achieve their objective. Other than that, Muslims and non-Muslims seek for a products and 
services that follow Islamic principles in their operations and business. This is because of 
the cleanliness of Shariah compliance principles. In order to improve purchasing behavior 
of the consumers, hotel industry should enhance and stimulate their green marketing and 
Shariah compliance practices in their hotels. The purpose of this study is to identify the 
influence of green marketing, Shariah compliance, customer’s environmental awareness 
and customer’s satisfaction towards Muslim purchasing behavior at Kedah, Malaysia. 
Precisely, the objectives of this study are to investigate, examine and determine between 
the factors (green marketing, Shariah compliance, customer’s awareness and customer’s 
satisfaction) and consumers purchasing behavior. A random sampling technique was used 
to collect the respondents in Kedah, Malaysia. The study also used quantitative approach 
through structured questionnaires developed from previous research. A total of 403 online 
survey questionnaires were distributed through Whatsapp application and Facebook pages. 
The study used SPSS 25.0 to analyze the collected data. Methodologies such as Pearson 
Correlation and Multiple Regression Analysis were implemented in order to analyze the 
data collected. As a whole, the findings revealed that consumer purchasing behavior had 
positive relationship and significant with green marketing, Shariah compliance, customer’s 
awareness and customer’s satisfaction. Finally, this study concluded with discussion, 
limitations of the study and some suggestions for future researches.  
Keywords: Customer purchasing behavior, Green marketing, Shariah compliance, 





Usaha sesebuah perniagaan untuk melindungi alam sekitar memerlukan sokongan daripada 
pengguna untuk membantu perniagaan mencapai matlamat mereka. Selain itu, orang Islam 
dan juga bukan Islam mencari produk dan perkhidmatan yang mengikut prinsip-prinsip 
Islam dalam perniagaan dan operasi mereka. Hal ini adalah kerana faktor kebersihan di 
dalam prinsip pematuhan Shariah. Oleh itu, untuk meningkatkan dan membaiki tingkah 
laku pembelian pengguna, industry hotel harus meningkatkan dan merangsang pemasaran 
hijau dan amalan pematuhan Shariah di hotel mereka. Tujuan kajian ini adalah untuk 
mengenalpasti pelaksanaan pemasaran hijau dan pematuhan Shariah dalam industry hotel 
di Kedah, Malaysia. Secara tepatnya, objektif kajian ini adalah untuk menyiasat, 
memeriksa dan menentukan antara faktor-faktor (pemasaran hijau, pematuhan Shariah, 
kesedaran pelanggan dan kepuasan pelanggan) dan tingkah laku pengguna. Teknik 
pensampelan secara rawak digunakan untuk mengumpul responden di Kedah, Malaysia. 
Kajian ini juga menggunakan pendekatan kuantitatif melalui soal selidik berstruktur yang 
dihasilkan dari penyelidik terdahulu. Sejumlah 403 soal selidik secara dalam talian 
diedarkan melalui aplikasi Whatsapp dan halaman Facebook. Kajian ini telah 
menggunakan SPSS 25.0 untuk menganalisis data yang dikumpulkan. Beberapa kaedah 
seperti Korelasi Pearson dan Analisis Regresi Berganda telah dilaksanakan untuk 
menganalisis data yang telah dikumpul. Keseluruhannya, penemuan telah menunjukkan 
bahawa tingkah laku pembelian pengguna mempunyai hubungan positif dan signifikan 
dengan pemasaran hijau, pematuhan Shariah, kesedaran pelanggan dan kepuasan 
pelanggan. Akhirnya, kajian ini dibuat dengan perbincangan, Batasan kajian dan beberapa 
cadangan untuk penyelidikan masa depan.  
Kata Kunci: Tingkah laku pengguna, pemasaran hijau, pematuhan Shariah, kesedaran 
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In this first chapter will discuss about consumer purchasing behavior. It consists of five 
parts which are background of the study, problem statement, research questions, research 
objectives, significant of the study, and scope of the study.  
1.1 Background of the Study 
 
In a business world today, sustainability has become a supreme movement to transform 
and revolutionize and no longer as an developing the business megatrend (Punitha, Aziz& 
Rahman, 2016). In addition, they also added that sustainability not only just the 
implementation of green practices but also focusing on how they develop their marketing 
to meet the needs of their customers in the course of sustainable development. Some of the 
businesses had implemented green practices to be different and extra from their 
competitors and potential competitors. Besides that, by implementing green practices can 
also cut their cost in term of waste disposal and material usage.  
At the same time, as a Muslim consumer, we must seek and look for a products and services 
that follow Islamic principles in their operations and business. This can fulfill our 
responsibilities as a good Muslim. Other than that, according to PEW Forum of Religion 
and Personal Life, (2011), there are 25% of the Muslims from world’s population can 
increase the demand for Muslim products and services in the market. Due to this increasing 
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Appendix 1: Questionnaire 
 
 
Dear respondent,  
I am currently pursuing the Master of Science (Management) at Universiti Utara Malaysia 
(UUM), Kedah, Malaysia. In fulfilling the requirement of the Master of Science research 
project, I am conducting a study of The Influence of Green Marketing, Shariah Compliance, 
Customer’s Environmental Awareness and Customer’s Satisfaction Towards Muslim 
Consumer Purchasing Behavior in Kedah. 
Attached is the questionnaire for collecting the data for the study. I would be grateful if 
you could complete the questionnaire and return it to me. Your time and cooperation to 
participate in this study is much appreciated.  
If you have any doubt and interested in this study, please contact me through my email 
at ainajamil07@gmail.com or call me at 017-4260724. 
Thank you for your time and participation in this study. 
Sincerely, 
Nur Aina Binti Mohd Jamil 
Student  
Master of Science (Management) 




Please tick (/) to answer which describe you at the space beside the questions provided. 
Age  
10-19 years old  
20-29 years old  
30-39 years old  
40-49 years old  
50-59 years old  
≥ 60 years old  
Gender  
Male   
Female  
Employment  
Employed   
Unemployed   
Retired   




Bachelor’s Degree   
Master’s Degree   
Doctorate’s Degree  





Booking channel  
Traditional channel: 
Walk-in booking  
Call booking  
New technology: 
Applications  
Websites   
Online booking  
 
Part B  
(Consumer Purchasing Behavior) 
Please read the description given. Then circle according to the rate next to the statement. Use 
the following scale to indicate your level of agreement or disagreement: 
Scale Strongly disagree Disagree  Uncertain  Agree Strongly agree 
1 2 3 4 5 
 
No.  Items  Scale  
1. I am willing to pay a higher price for green facilities in 
hotel.  
1 2 3 4 5 
2. I am more likely to purchase green product even the 
quality is as same as non-green product.  
1 2 3 4 5 
3. I always look for halal logo before I purchase a product. 1 2 3 4 5 
4. Green products and services influence me to revisit the 
hotel again.  






Please read the description given. Then circle according to the rate next to the statement. Use 
the following scale to indicate your level of agreement or disagreement: 
Scale Strongly disagree Disagree  Uncertain  Agree Strongly agree 
1 2 3 4 5 
 
Green Marketing Practices 
No.  Items  Scale  
1. Green marketing practices should start with me to 
protect the environment.  
1 2 3 4 5 
2. Hotel should start with green products and service 
design (eg: room sensors to save energy in guest rooms) 
to be green hotel marketing. 
1 2 3 4 5 
3. I prefer more on organic foods compare to artificial 
foods. 
1 2 3 4 5 
4. I prefer natural decorations in hotel compare to artificial 
decorations. 
1 2 3 4 5 
5. Hotel management have proper water and energy 
management system. 
1 2 3 4 5 
Shariah Compliance 
No.  Items  Scale  
1. I prefer staying in hotel that has no bars and night clubs. 1 2 3 4 5 
2. Quran, prayer mats and direction should be provided by 
the hotel. 
1 2 3 4 5 
3. Food and beverages in hotel must have halal certificate 
in hotel’s café and each room. 
1 2 3 4 5 
4. Facilities provided by the hotel such as spa and gym must 
be separated according to gender.  
1 2 3 4 5 
5. I feel comfortable when dealing with hotel’s staff who 
have proper dress code.  
1 2 3 4 5 
Environmental awareness 
No.  Items  Scale  
1. I always recycle cans, bottles and papers. 1 2 3 4 5 
2. I always buy organic groceries. 1 2 3 4 5 
3. I do not mind using key cards to turn power for my room 
in hotel. 
1 2 3 4 5 
4. I do not mind using energy saving bulbs in my sleeping 
area and guest bathroom in hotel.  
1 2 3 4 5 
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5. I am more likely to book a hotel that is responsible 
towards the environment.  
1 2 3 4 5 
Customer’s satisfaction 
No.   Items  Scale  
1. The food provided by the hotel is good quality and halal. 1 2 3 4 5 
2. Cleanliness and comfort of the hotel is good. 1 2 3 4 5 
3. Products and services provided by the hotel are 
environmentally friendly. 
1 2 3 4 5 
4. The interior decoration of the hotel is following Shariah 
compliance. 
1 2 3 4 5 
5. The dress code of hotel’s staff is following the Shariah 
compliance.  











Appendix 2: SPSS output 
a) Frequency Distribution 
1) Age 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid >60 years 
old 
2 .5 .5 .5 
10-19 
years old 
4 1.0 1.0 1.5 
20-29 
years old 
218 54.1 54.1 55.6 
30-39 
years old 
112 27.8 27.8 83.4 
40-49 
years old 
41 10.2 10.2 93.5 
50-59 
years old 
26 6.5 6.5 100.0 
Total 403 100.0 100.0  
 
2) Gender  
 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid Female 261 64.8 64.8 64.8 
Male 142 35.2 35.2 100.0 




 Frequency Percent Valid Percent Cumulative 
Percent 
Valid Employed 200 49.6 49.6 49.6 
Retired 16 4.0 4.0 53.6 
Student 151 37.5 37.5 91.1 
Unemployed 36 8.9 8.9 100.0 





4) Education level 
 






144 35.7 35.7 35.7 
Diploma 95 23.6 23.6 59.3 
Doctorate's 
Degree 
1 .2 .2 59.6 
Master's 
Degree 
130 32.3 32.3 91.8 
SKKM 1 .2 .2 92.1 
SPM 30 7.4 7.4 99.5 
Stpm 2 .5 .5 100.0 
Total 403 100.0 100.0  
 
5) Booking channel (Traditional) 
 




Valid Call Booking 319 79.2 79.2 79.2 
Walk-In 
booking 
84 20.8 20.8 100.0 
Total 403 100.0 100.0  
 
6) Booking channel (New Technology) 
 




Valid Applications 108 26.8 26.8 26.8 
Online Booking 183 45.4 45.4 72.2 
Websites 112 27.8 27.8 100.0 
Total 403 100.0 100.0  
 
 
 
